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Abstract 
This article aims to highlight the fact that certain factors permanently influence brand success, such as technological, social and 
economic changes, which certainly entail the acceleration of innovation. Specialized studies claim that the nature of brands has 
changed and continues to evolve in time, while brands need to overcome the obstacles which appear in certain stages of their 
existence. Against this background, we will observe and analyse the elements which differentiate the brands which constantly 
compete, as well as those elements which ensure their stability. This study is based on the hypothesis that, if brands respect 
certain general rules, their durability is guaranteed. However, the unique characteristics of products and their functional 
advantages represent those elements which differentiate them, correlated with the necessity of adapting the brand promise to the 
ever-changing needs of consumers. 
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Introduction 
For this study, we will adopt the comparative approach as research method. This is similar to the experiment, as 
p. 164). If we adapt the general research strategies identified by Ragin (1994) for the case of comparative research, 
three types can be identified: qualitative research used for the study of resemblances (a small number of cases is 
analysed, in their depth, using a great number of criteria, in order to draw their profile), comparative research proper 
(a moderate number of cases is analysed, their patterns of resemblance and difference are studied in order to 
understand the operating mechanisms) and quantitative research (numerous cases are investigated so as to try to find 
regularities among a small number of variables). Our study, based on the hypothesis that, if brands respect certain 
general rules, their durability is guaranteed, aims at understanding the mechanisms behind resemblances and 
differences, so we will employ a medium number of less detailed case studies which focus on the defining aspects of 
Advertising has always been interested in looking for the idea and finding that simple but unique concept which 
determines more and more people to buy and appreciate the promoted trademark. However, the most important 
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aspect is finding the USP  Unique Selling  Proposition which makes it possible for a product to be seen as unique 
when compared to other similar products, this uniqueness being composed of the following factors: trademark 
history; name and/or package; product characteristics, formula and performance; the highlighting of a feature which 
identifies a product as unique in communication (a characteristic which has not been used by the competition yet); 
economic, financial aspects, price etc.; associating the trademark with an attractive person with whom the target 
group wants to identify. 
seems necessary that branding should first focus on building a favourable image among consumers and then, by 
means of managing interactions between the brand and the consumer  
 to create a positive brand experience for the consumers. 
Our contemporary society is characterised by hyper-consumption (Lipovetsky, 2007). The individual is no longer 
seduced by objects and their discovery; on the contrary, he is attracted by the intimate consumption of products, by a 
personalized type of happiness and by a value communication of brands. Thus, hyper-consumption appears as a 
result of value interiorization and the need to experiment felt by people. The purchasing of goods no longer has only 
a practical value, it becomes a conveyor of social messages, or messages about the self. Consequently, the 
communicative role of emotions and sensations increases at the expense of information, and emotions and 
sensations contribute to the differentiation of brands. 
A brand strategy represents the plan which establishes, at the highest level, the brand vision or the manner in 
which it communicates its relevant and distinctive benefits to the consumers. Therefore, the brand strategy deals 
with the target segment with the highest potential, to whose needs the brand must respond; the brand promise which 
convinces; the reason why the target must trust the promise made (the rational and emotional attributes and 
benefits); the manner in which all the activities will be coordinated so that the target, employees and partners should 
adopt and believe in this brand. 
A part of brand strategy, positioning  
These benefits can have an economic character (reduced prices)  this is strong positioning for consumers who are 
very careful with their expenses , a functional character, which refers to product performance, or an emotional 
nature. Because it is difficult for competitors to imitate them, the last ones often represent the strongest benefits at 
the basis of a brand (Sexton, 2012). Positioning is the outcome of the process of image and value projection, so that 
clients on the target market should understand what a trademark represents when compared with the competing 
trademarks (Keegan, Schlegelmilch, & 
thinking about target grou
and perceptions. Positioning situates the brand in the position which is considered suitable by the consumer as 
compared to other existing or potential brands on the target markets and aims at securing, in an active and strategic 
manner, a place for the brand on the relevant market. In fact, positioning intends to achieve a concord between the 
brand and its vision or values and is created by respecting three levels: functional, emotional and sensorial (Danciu, 
2007). In case of functional positioning, the tangible and intangible product elements are considered. At this level, 
positioning is based on the specific functional problems which are resolved by the brand, such as safety or 
technological performance. Emotional positioning is achieved by means of those images and symbols a client 
associates with the brand when purchasing or using it. Celebrities or famous sportsmen are brought into play in 
order to transmit the symbols of cosmetic brands, mineral waters, juices, sports equipment etc., because their fans 
and other persons emotionally associate the advantages of those specific brands with those persons in their position 
of opinion leaders. Sensorial positioning results from the specific attributes of a brand, such as taste, perfume, 
flavour, design etc. with the goal of satisfying needs and empirical expectations, which are often connected to the 
need of diversity or new stimuli. 
The aspects described are part of th
strategy, which must be founded on three essential decisions. The first decision refers to the supplied markets 
(existing or new markets) and has effects on the strategic alternative concerning already owned trademarks or on the 
creation and introduction of new trademarks. The second decision is based on the problem of product innovation. If 
the international market is targeted using an existing product, the company will be able to use its brand, but in case 
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of new products which are created for international clients new trademarks can be called on. The last and most 
difficult decision concerns the context which can go beyond the problematics of the brand for the international 
market, asking whether the trademark should be individual/exclusive or not. Exclusive brands enjoy market demand 
due to their uniqueness. For a trademark to become available and accessible on a large scale, a trademark strategy 
must be created which takes account of these couples: trademark/product/market. 
2. Farmec and NIVEA  comparative case studies 
In order to illustrate a few aspects we have referred to in this article, we will endeavour to analyse comparatively 
two brands on the Romanian market of cosmetic products. These two brands are Farmec and NIVEA. According to 
a study performed by the Britis
2011, published on www.euromonitor.com site, the economic crisis from the recent years has helped local brand 
Farmec to assert itself on the Romanian market  a market which is dominated by international players such as 
NIVEA brand) and Procter & Gamble.  
 this is the way the company chooses to present itself 
on www.farmec.ro  or Farmec (the Romanian w e a business managed by the Turdeans 
(who hold over 60% of the stocks) following the management employee buyout (MEBO) of the company in 1995. 
eval manager from Romania, Liviu Turdean, the 
man who convinced Ana Aslan to produce in Cluj the famous Gerovital creams and who, after having controlled the 
company for four decades, retired leaving the business to his children in 2012. Ana Aslan was the woman who 
succeeded in 
appeared in Romania in 1952. In those times it was the sole institute in the world which provided treatments and 
anti-aging products suited to target premature aging; through these products created by the Romanian scientist Ana 
1952 until 1976, our country was known due to the fame received by Gerovital and by the scientist Ana Aslan. The 
institute had turned into a real gravy train in consequence of the financial gain granted by the affluence of wealthy 
tourists (Priescu, 2011). product was Doina cleansing milk, which appeared in the stores in 1965, 
the user to consider it a multipurpose product, both as a cleansing milk and as hydrating lotion used before/after the 
bod ther facial products. Doina 
milk is marketed even today, preserving the same bottle and substance; the graphic elements or distinctive symbols, 
the presentation, but in spite of the fact that its packaging lacks remarkable design effects, the product remains 
 Two 
years after this product launch (1967), Farmec became the first cream and emulsion Gerovital H3 prof. Dr. Ana 
Aslan  manufacturer from Romania, offering products intended for women over 40, whose complexions show 
visibly the first sign of aging. Another premiere in this domain in Romania took place in 1969 when the company 
started to manufacture its products using spray recipients; at that moment Farmec became the most important 
cosmetics manufacturer in the whole country (www.farmec.ro). Across decades and generations Farmec has 
diversified its range of products in order to cater for all types of consumers and has succeeded through its Gerovital 
creams in rolling out some skincare products alongside two other big international competitors, NIVEA and 
 is well known nowadays not only in Romania, but also in the whole world, its products 
being exported to countries from Europe, Asia and North America. 
and Gerovital occupies the first place in the external sales of the company (eight of ten exported products belong to 
this portfolio). In Japan, for example, the cosmetics from Cluj have occupied for 40 years an important place on the 
premium scale; the aggressive marketing campaign of the company is credited for the notoriety of the products, a 
campaign that took place between 2009 and 2010 and which cost the company almost 1 million Euros. The Manager 
Turdean observed that after the campaign had been released for 3 months, the promoted products doubled their 
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sales, and as a consequence he invested 1,5 million Euros for the advertising of these products in 2011 (Drinceanu, 
2011). 
NIVEA  one of the most popular brands of skincare products nowadays  has been on the market for more than 
100 years and is in fact included in the range of brands having Beiersdorf AG as the parent company. Actually 
NIVEA is responsible for the notoriety of all products manufactures by Beiersdorf AG, as it became an instant 
success at its release. NIVEA, practically, owes its release in 1911 to Eucerit, an emulsifying agent, initially 
intended for medical purpose, but this lanolin alcohol made possible the mixture of water with lipids into a stable 
emulsion. This chemical substance with high cholesterol content was known as the perfect substance for skin care 
cosmetics. This cream lacked a name, which later was inspired by its white colour. The first NIVEA skin care 
cream, just like the Romanian Doina cleansing milk, has preserved over the decades its formula transmitted from 
one generation to another. At its release, NIVEA Creme was commercialized in a yellow tin adorned with green 
vines/ green curling tendrils copying the Art Nouveau style. The blue tin was used once the decision had been taken 
to introduce a more modern and fashionable concept in 1925  
blue recipient: many mothers used it in the morning and in the evening, some other persons used this white cream to 
massage their bodies after having taken a bath, many fathers used NIVEA to replace the shaving lotion, the shaving 
balms or the aftershaves. The blue tin, its unique perfume and silky texture have remained since the beginning of the 
20th century almost the same. NIVEA Creme, having become one of the most successful skin care products, has a 
reputed tradition among the millions of families in the whole world. 
intention (the creator of NIVEA Creme) was the manufacturing of high quality products accessible to anyone, and 
this vision has been transmitted in the last 100 years through the vast range of NIVEA products, which offers the 
best skin care to cater for all types of complexions and to solve all kinds of skin problems. After intensive research 
meant to identify the substances which produce long-lasting beneficial effects on the skin, a new substance, based 
on the natural coenzyme Q10 (a vitamin-like antioxidant which is present in most eukaryotic cells from the human 
body, concentrated in heart, liver and kidneys), was created and it later revolutionized the skin care treatments 
getting the international success. The mystery, challenge and the refined details which made NIVEA products based 
on CoQ10 so special are reflected in the rate between the cream base and the active ingredient Q10, so that the latter 
should not be destroyed as it could have happened in case the skin was exposed to the sun. The first NIVEA Creme 
with Q10, with visible effects on the reduction of wrinkles, was released in 1998, the day anti-wrinkle cream is 
today one of the best-selling products from NIVEA portfolio. Q10 can be found nowadays in almost all significant 
categories of NIVEA products, and according to the statements on site, a NIVEA product is sold each 
second somewhere all over the world (www.nivea.ro). 
We can observe both similarities and differences between Farmec and NIVEA concerning their vision, used 
ingredients and range of products. For Farmec C
and this can be rendered in multiple ways. Farmec aims at highlighting those little details that distinguish its 
pr
true personality and to amplify the light, colour and contrast of the natural beauty. The used active ingredients come 
mostly from nature (vitamin-rich fruits, endemic herbs with regenerating effects on the complexion and hair, 
mountain clay); all these are mixed with ultra-modern ingredients. Its interest in the maintenance of beauty, its 
respect for tradition, health and environment, its unceasing research efforts, its originality and care for the 
consumers enabled Farmec to become a valuable manufacturer throughout time. Nowadays the company portfolio 
consists of 400 products, the most famous being those from the range called GEROVITAL H3 PROF. DR. ANA 
ASLAN   among which we 
enumerate GEROVITAL H3 EVOLUTION  a range of products based on three active ingredients: SOD (called 
-aging super- en and GP4G, released in 2010 ; GEROVITAL PLANT  a range of products 
updated in 2001 in accordance with the modern standards, that is it contains no colouring agents (the colour of the 
original cream was green); ASLAVITAL  the first range of products base
Craiului Mountains and on other 20 oligoelements, which was released in 2001, updated in 2009 and completed in 
2012 with ASLAVITAL MINERALACTIV; FARMEC, ASLAMED, DOINA and OBSESIE (www.farmec.ro).   
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The promise NIVEA made in the beginning to its consumers and which has been preserved since then, was to 
offer everybody a proper skin care. What has changed in time was its range of products in order to diversify the 
treatments intended for skin care: NIVEA Soap (1919), the range of products intended for hair care NIVEA Hair 
Milk (1920), NIVEA CREME NIVEA Whitening Paste 
(1927)  a diversified range of moisturising products with skin-lightening ingredients , then NIVEA Baby products 
(1960), the special products intended for the aged skin called NIVEA VITAL, the day anti-aging NIVEA VISAGE 
Q10 Creme (1998), NIVEA VISAGE ALPHA FLAVON, or PURE & NATURAL products containing 95% natural 
ingredients which have been recently released on the market, etc. In this way, NIVEA offered people worldwide 
products which might cater for all their needs and be in accordance with their culture, gender or age (www.nivea.ro).  
We also notice similarities and differences between Farmec and NIVEA in their pursuit for reaching the 
performance objectives and of maintaining their superior standards. Farmec has built collaborative relationships 
cy 
University of Cluj-Napoca, Dermatology Clinics of Cluj-Napoca and Bucharest, some clinics known for testing the 
efficiency of products, Dermscan Laboratoires from France and Evic International from Romania), while NIVEA 
collaborates with almost 50 institutes worldwide (Brazil, India, China, South Africa) to test all its products and to 
get the guarantee that they are fit for all skin types. NIVEA even founded a special research laboratory for Asia and 
Latin America with its headquarters in Hamburg, which allows NIVEA products to cater for some specific skin 
types and certain climates.  
Concerning promotion, unlike NIVEA, which has invested in advertising since the beginning, Farmec could not 
afford to support financially aggressive campaigns, it generally used less expensive advertising media (such as local 
TV networks or local radios, and professional magazines). A major role in advertising lies in promoting the products 
through sampling at the counter, taking part in the show-rooms offered to the audience interested in these products 
or even the promotion in the beauty parlours. 
3. Conclusions 
Farmec and NIVEA confirm the hypothesis that, if brands respect certain general rules, their durability is 
guaranteed. Strategies for successful branding differ depending on the category (new products, developing products, 
mature or declining products), so it is essential for a brand to modify its strategy in due time so as to reach an 
optimal level of performance, celebrity and prosperity. The value and longevity of a brand take the shape of a 
promise existing in the mind of each individual, a promise which, as long as it is built and managed professionally, 
can both support innovations at the level of production and extension of other ranges of products within the initial 
category and allow the brand transfer into another market segment. 
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